Customer satisfaction is an imperative element of the success for all businesses. One of the biggest challenges of a marketer is how to satisfy and retain the customers. The purpose of this study is to find the impact of customer relationship management on customer satisfaction. A total of 130 participants were selected through purposive sampling from different hotels of Islamabad city. Data was collected from the participants by using standardized questionnaires. Results revealed that there is a significant positive impact of different elements of customer relationship management (service quality, access to services and service features) on customer satisfaction and businesses cannot succeed without focusing on customer relationship management in this era.
Introduction
Customer relationship management has gained a considerable reputation in the recent times. It was seen through the theoretical perspective and empirical findings that elements of CRM like service quality and features lead to customer satisfaction which in turns lead to business profitability. Customer relationship management (CRM) is a unique and important business approach. CRM entails all the aspects of interaction with customers with the help of technology to streamline the processes that impact service quality, customer's loyalty and customer satisfaction. The basic objective of CRM is to increase profitability, revenues and customer satisfaction.
Social significance
This study will help the hotels in understanding the elements of CRM which lead to customer satisfaction which in twirl increased the profitability, customer loyalty and preservation. Numerous researches have been conducted on customer relationship management. But in Pakistan very a small number of companies know the value of customer relationship management, especially in hotel industry and very few follow a line of investigation about it. So we think that customer relationship needs special intension and also require a lot of hard work which will helpful for the future growth of the hotel industry. Light (2003) states that CRM is the most appropriate management tool which creates a relationship with customers in an organized forum where customer enjoys the (MOT) "Moment of truth" in accordance with the aim of CRM, where there hotels or other firms dealing with a customer at directly are called "touch point". Touch Points are considered important as these are the enrich source of customer feedback which directly helps hotel management to make policies which are more attractive to the customers. Concepts based on a happy customer with a relationship to the hotel likely stays with the firms. A study was carried out by Abbasi et al. (2010) to find the factors associated with the hotel industry and of customer satisfaction in Pakistan. Responses were collected from the hotel customers of twin cities. They had given a 21 items like type questionnaire. A result states that the quality of service and features are the major factors of customer satisfaction which eventually leads to the future intentions of the customer. A study has been conducted on customer satisfaction and mobile service provider and service quality within the Pakistan, and sample comprised over 331 young SMS service users which leads to positive consequences in terms of customer's satisfaction and customer relation Ahmad et al. (2010) . An investigative study has been conducted in Bangladesh top telecommunication company which tried to find out the effects of the customer's perception on quality of service, trust on the product of the company and overall satisfaction of customers where the results of the that study indicated the significant rise in customer satisfaction and trust in relation to customers loyalty Akbar and Pervez (2009) . A study reveals the customer satisfaction in light to the nature of customer and purpose which states that demand of customer satisfaction is to be greater over the goods, and customer and service are more in demand over the price or value of the product. Fornell et al. (1996) discuss the nature and purpose of the American Customer Satisfaction Index and found that customer satisfaction to be greater than goods than for services and customer satisfaction is more quality driven than value or price driven. Customer expectations play a greater role in sectors in which variance in production and consumption is low. Chang (2006) explores the relationship between service quality, customer satisfaction and loyalty in the Taiwanese Leisure Industry using a questionnaire method administered to visitors of Taiwan that visited the Yueh-Mei Sightseeing Sugar Mill. The results indicated that age and marital status did have a significant effect on the overall satisfaction as evaluated by the factors of service quality, customer satisfaction and loyalty. It indicated that married people were more satisfied than single people and that those aged 41-50 years were more satisfied that any other age groups in the study. Fornell et al. (2005) evaluates the effect of Customer relationship Management on Customer Satisfaction. They used the data on key dependent and independent variables on separate sources to void common biased. The results indicated that there is positive relationship between Customer relation Management and customer satisfaction and knowledge. Rampal & Gupta (2006) defined service as identifiable, intangible activity that is the main object of a transaction designed to provide want satisfaction to consumer. Hospitality Services means receiving and attending guest with 'Bounteousness'. The Hotel Industry is a major part of Service Industry which is experiencing increased globalization, competition, higher customer turnover, growing customer acquisition costs and rising customer expectation, meaning that hotel's performance and competitiveness is significantly dependent on their ability to satisfy customer efficiently and effectively. Customer Satisfaction can be measured through level of Service Quality provided to the Customers. Ahmed & Jawaberh (2012) studied the Impact of Customer Relationship Management on Hotel (A Case study Umaid Bhwan) in India (Indore region) using data from customer. The results revealed that there is positive impact of customer relationship Management on customer trust and satisfaction with medium degree in Umaid Bhwan hotel. Gilaninia et al. (2011) studied the CRM application impact on customer satisfaction in financial and credit institutions. They adopted the descriptive method of study -analytical and causal analysis and statistical community is customers of financial and credit institutions in Iran (Guilan) and measurement tools is questionnaires. Regression analysis was run and found that the elements of CRM (quality of service, service features, and service availability and system complaints) have an impact on customer satisfaction. Rajput & Singh (2010) developed and standardized a measure to evaluate the importance of customer relationship management in hospitality services and its impact on customer satisfaction. 200 respondents from the Indore region were selected. The results showed a significant and positive relationship between Customer relationship management and customer satisfaction. Lien (2010) examined the relationship between service quality, guest satisfaction and guest behavioral intentions. The respondents were guests who stayed in hotels in Ho Chi Minh City, Vietnam. First, the research proposed a model analyzing the effect of service quality factors in hotel industry on perceived service quality. Results showed that perceived service quality has a positive effect on guest satisfaction and guest behavioral intentions. Andreson et al. (1994) investigate the link between service quality and customer satisfaction. They used national customer satisfaction index and traditional accounting measures. The results showed a positive impact of quality on customer satisfaction and in turn profitability. The purpose of the present study was to explore the impact of customer relationship management in the hotel industry on customer satisfaction in Pakistan. Based on the extant literature, it was hypothesized that customer relationship management would be positively associated with customer satisfaction. The present study undertakes following objectives. To find the impact of customer relationship management on customer's satisfaction. To identify the differences of the impact of customer relationship management of customers due to their demographic information.
Literature review

Methodology
According to the purposes and literature reviews on above, the study presents a research structure in the conceptual framework. Quality of services, access to services and service feature is the independent variable, customer satisfaction is the dependent variable. Fig.1 shows conceptual framework for the current study. 
Conceptual framework
Sampling
The purposive sampling technique was used in the present study because of the limited time available for data collection."Purposive sampling can be defined as a type of nonprobability sampling in which element to be included in the sample are selected by the investigator on the basis of special characteristics of respondent" (Shaughnessy and Zechmiester, 1994) . Customers who visited famous hotels in Islamabad were selected for the present study. Of the total 130 customers included in the study, 95 were males and 35 were females.
Instruments
The following instruments were used in this research: Questionnaire was developed by Rajput & Singh (2010) are used for the evaluation of Customer Satisfaction and impact of CRM on satisfaction. It has 30 items and use Likert Type Scale, where in Customer Relationship 5 stands for Strongly Agree and 1 stands for Strongly Disagree and in Customer Satisfaction 5 stands for High Satisfaction and 1 Stands for High Dissatisfaction. The customer relationship is measured in four areas i.e., service quality ( Q1,2,7,13,14,15,16), access to services(Q 3,8,9,10,11) and service features( Q4,5,6,12). The internal consistency of the scale was indicated by the alpha coefficient value of 0.936. The face validity was checked and found to be high.
Demographic questionnaire
The Demographic Questionnaire was prepared by the researcher in order to get important information about participant's age, gender and social status.
Procedure
Pilot study
A pilot study was conducted on 10 participants (5 female and 5 males) age ranging from 15-46 and above years from hotels in Islamabad... The purpose of the pilot study was to see the understandability and conceptual clarity of items of all questionnaires and the total time taken in the administration. They were informed about the nature and purpose of research and the procedure of administration of research tools. No major difficulty in understand ability of tools was reported. The average time taken to complete all tools was 10-15 minutes.
Main study
In main study 130 participants were originally recruited from different hotels of Islamabad. The data were collected in-group settings. The same administration procedure was followed as was used in the pilot study. The purpose of the study was made clear to participants and proper instructions were given. It was made clear to the participants that the data would be used only for research purposes, confidentiality will be maintained and they can quit participation in research if they do not feel like participating at any time. Whenever they had doubts in understanding questions, the researcher made this very clear question to them by providing a standard alternative. On average the administration took 10-15 minutes. The participants were motivated in completing the questionnaires and showed interest in the study.
Statistical analysis
Using SPSS (version 21.0) statistical package, descriptive analysis, Pearson product moment correlation and linear regression were computed to find out the relation and dependence between different variables.
Results
The purpose of the study was to determine the impact of customer relationship management on customer satisfaction in the hotel industry. Descriptive analysis was carried out for demographic variables. Pearson product moment correlation was employed to carry out a correlation between different variables and linear regression was applied to portray the dependence of one variable on other variables. Most of the participants from the two gender groups belonged to the age group, 26-35 years. Mostly the participants belong to the service class. Number of males belong to business is higher than females. The significant correlation between customer satisfaction, service quality, service feature and access to services depicted that the high level of service quality, service feature and access to service leads to high level of customer satisfaction. The goal of the present study was to examine the impact of customer relationship management on customer satisfaction in the hotel industry. The present chapter will discuss sample characteristics and main findings of the present research in the light of current available literature. Mean age of the females was lower than males, possibly due to less number of females in the sample. Hypothesis one, stated that service quality has a positive significant impact on customer satisfaction. The results supported the hypothesis. The result is in line with the previous studies. A number of studies (Abbasi et a, 2010; Ahmed et al, 2010; Chang, 2006; Gilaninia et al.2011; Lien 2010; Andreson, Fornell & Lehmann, 1994 ) also found that service quality has positive impact on customer satisfaction. As the service quality increased, the level of overall customer satisfaction also increased quality, deemed essential by customers, could be the key to customer satisfaction. The second hypothesis was that access to services has a positive and significant impact on customer satisfaction was supported by the results. The present findings also corroborated with the various studies (Gilaninia et al., 2011; Ahmed, Jawaberh, 2012) . In hotel industry access to services is crucial to the satisfaction of the customers. The next hypothesis stated that the service features have a positive and significant impact on customer satisfaction was supported by the results. This result is in line with the previous work carried out in customer relationship management and customer satisfaction studies (Gilaninia et al, 2012) . Service features proved to be an important antecedent of customer satisfaction.
Conclusion
The findings of the present study reflect that an element of customer relationship management (quality of services, access to services and service features) have a significant and positive impact of customer satisfaction. When the customers feel satisfied with the service quality and features, it will lead to their behavioral intentions, such as recommending this hotel to others, they would like to come back to this hotel in the future even the prices are higher.
Limitations
In conducting this study, efforts were made to minimize its limitations, but there are some still need to be addressed. Results should be interpreted with the conditions, as there is the limitation that purposive sampling was taken in the present study. Future research with randomly selected from more big areas in Pakistan, the sample could provide a more comprehensive coverage. The second limitation is the research was targeted at the Islamabad Hotel industry; this study did not investigate the impact on types of hotels (1 star, 2 stars, 3 stars, 4 stars, 5 stars) of guests in their hotel stays and their satisfaction.
Implications
This is intended to be useful contribution to understand the importance of customer relation on customer satisfaction. This study will also be useful for those hotels who want to conduct research for knowing the correlation of customer relation with customer satisfaction; they will be able to solve several problems related to their customers. It also contributes to the related industry in helping them by knowing about the effect of customer relation on customer satisfaction.
Future research
In future same relationship needs to be investigated by taking random and more representative sample and to get more generalized results. Further research needs to be conducted in Pakistan to explore more variables, which may affect the customer satisfaction in other sectors.
